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Abstract 
Together with the digitalization of government services, Italian government is considering the introduction of several online and 
offline access point to its services in order to increase the penetration of provision systems not requiring an interaction at the PA 
office. This study, through a two-step empirical analysis intends to understand the benefits sought by Italian citizens and the 
channel attitudes in order to understand whether and how this orientation by Italian policy makers, with respect to payment 
services, may be effective. The study presents implications for policy makers and public servants and provides a conceptual 
background for grounding further research on multichannel service provision. 
 
Selection and peer review under responsibility of Prof. Dr. Gülsün A. Başkan
Available online at www.sciencedirect.com
© 2014 The Authors. Published by Elsevier Ltd.
Selection and peer review under responsibility of Organizing Committee of BEM 2013.
Keywords: e-Government, payment service, Italy, forth keywords; focus group;  
1. Introduction 
Low levels of user acceptance of e-Government services are recognized as a huge problem for policy makers, 
public managers and the community as a whole: in fact, despite the huge investments by governments in the 
introduction of online services to link government networks to citizens, the penetration of these services are 
unsatisfactory and do not provide adequate returns on investment (e.g., Shin-Yuan et al. 2006). 
In Italy, two factors, among the others, suggested Italian government to investigate how to push the penetration 
of electronic services among citizens: (i) Italy has been a significant investor in e-Government services; nonetheless, 
e-government penetration is largely underdeveloped compared to European standards (Assinform 2008): while the 
diffusion of e-government services for citizens is higher than in Europe, on average (58% of Administrations 
providing e-Government services vs. 51%), only the 17% of potential users (European average: 30%) has already 
used, at least once, these services; (ii) the economic crisis is forcing government to cut costs and improve efficiency 
in Public Administrations (PA) in order to save resources; in this respect, a significant and growing attention has 
being paid to the ways through which making public investments more cost-effective and efficient.  
With respect to the latter point, in particular, the Italian government is exploring a peculiar approach to favor e-
government: multichannel service provision (cf. Italian Ministry for PA and Innovation 2012). The Italian way to 
multichannel government is not limited to provide online services directly to citizens, but it encompasses a wide set 
of possible third parties providing online services. Seminal initiatives for providing payment services, certifications 
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and other public services through different channels (post offices, banks, pharmacies, etc.) have been implemented 
by some local bodies, and their preliminary positive results in terms of citizen acceptance are increasing the 
attention paid by the Public bodies in the development of the initiatives (Politecnico di Milano, 2011). Nonetheless, 
resource shortage is forcing Public bodies to select the channels to open according to the possibility to actually have 
returns on the investment in terms of efficiency. And this, in turn, strengthens the emphasis on detecting the 
channels that are the most attractive for citizens in order to favor the penetration of services. 
Nonetheless, while literature on citizen acceptance of “direct” (i.e., purely PA2C) e-Government services is 
bourgeoning (e.g. Nasi et al, 2011), much less is known about the citizens’ attitude towards different channels of 
service provision. In this paper we explore this topic, trying to understand two issues: (i) the key-benefits pursued by 
citizens when approaching public payment services, and (ii) the potential channels of interaction perceived as suited 
to provide such benefits. In this way, we aim at identifying the attitudes of citizens towards different channels of e-
Government services provision and will provide theoretical and practical implications. Our empirical exercise is 
articulated in two studies: first, we conducted exploratory focus groups with profiled samples of Italian citizens 
aimed at reframing the set of e-Government benefits advanced in previous studies as e-Government acceptance 
antecedents in a comprehensive, but parsimonious way; second we conducted an extensive survey on a sample (n = 
1000) that is representative of Italian population aimed at understanding expected benefits with reference to 
payment services and attitudes towards the different channels.  
The remainder of this article is organized as follows. Section 2 presents a review of previous e-Government 
studies aimed at identifying the framework of key benefits that determine propensity to accept an e-government 
service. Section 3 and 4 present the method and the results of the first study aimed at testing the benefits framework 
obtained through literature review with suited samples of Italian citizens, leading to the definition of the punctual 
research questions. Section 5 introduces the outcomes of the study on benefits sought and attitudes towards e-
Government channels. Section 6 discusses the results and the implications of the study, and, finally, section 7 
presents the conclusion and implications of findings. 
  
2. Literature review and benefit framework 
Literature has widely debated the potential benefits and risk perceived by citizen in interacting with a PA. Several 
of these contributions aimed at studying acceptance, rather than attitudes, contextualizing the problem in the 
framework of established behavioral theories such as the Theory of Reasoned Action (TRA) (e.g., Warkentin et al. 
2002) and the Theory of Planned Behavior (TPB) (e.g., Horst et al. 2007). Nonetheless, these studies aim at 
understanding the factors leading to the adoption of e-government services once it is available, while the objective 
of this paper is to explore the beliefs and the attitudes of citizens towards potential channels of service delivery. In 
this respect, hence, rather than discussing how beliefs interact with subjective norms and service-level variables 
such as easiness to use, we will focus on the contributions aimed at providing an answer to the question: what are 
the possible benefits of the adoption of e-Government services? 
In this respect, literature is generally fragmentary and provides a number of possible areas of benefit potentially 
impacting on the acceptance by citizens. Benedetti and colleagues (2009) provide a comprehensive model of 
benefits potentially sought by citizens when approaching e-government that is grounded in extant literature. In the 
following this framework, which we endorsed in the first part of our research, is described and presented as a 
unifying scheme of extant literature. Benedetti et al. (2009) proffer that the benefits sought by citizens when 
approaching e-government may be led back to 12 main dimensions: 
1) Cost savings, i.e. the possibility to obtain the same service attainable at PA offices with a reduced effort 
(e.g., diminished need for transportation – Venkatesh et al., 2012) or with reduced fees (e.g., Lean et al. 
2009) 
2) Time savings, i.e. the possibility to reduce the time spent by the citizen for obtaining the service (e.g., 
Susanto and Goodwin, 2010) 
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3) Unconstrained access, i.e., availability of flexible access points to and opening times of the interaction 
with the PA, up to 24/7 access (e.g., Gilbert et al., 2004). 
4) Multichannel accessibility: possibility to access the on-line channel via several technologies (e.g. 
Internet, mobile) and devices (e.g. computer, smartphone, television, etc.) (e.g., Vassilakis et al. 2007). 
5) Security, i.e. reduction of the perceived risk according to two dimensions: 
a. Operation security, i.e. check of the data entered by the user, generation of precise and timely 
feedbacks and data protection (e.g., Lambrinoudakis 2003) 
b. Information security, i.e. information reliability, correctness and timeliness (e.g., Smith and 
Jamieson, 2006) 
6) Democracy, i.e., the possibility to (i) access every PA service and carry it out through each channel, (ii) 
access to formerly inaccessible or difficult-to-access information, increasing citizen’s visibility on 
public processes (e.g., Layne & Lee, 2001). 
7) Transparency, i.e., the possibility for the user to monitor the flow and the archive of its files through 
standard procedures (e.g., Thomas and Streib, 2003). 
8) User friendliness, i.e., possibility for the user to have an easily understandable information flow and 
interaction experience with the PA (e.g., Carter and Bélanger, 2005). 
9) Quality, i.e., possibility for the user to gather, from the PA websites, correct information and procedures 
(e.g., Teicher et al. 2002). 
10) Interactivity and the possibility for citizens to establish a bidirectional communication with the PA and 
other users, obtaining accurate and timely replies (e.g., West, 2004). 
11) Customization, i.e., possibility for the user to have an interaction with the PA customized according to 
its needs (in terms of interface, information presentation or other)(e.g., Tat-Kei Oh, 2002). 
12) System integration, i.e., the ability of the system to interface with other information and IT systems – 
provided not only by the PAs, such as home banking functionalities - in order to gather on the same 
platform the widest range of functionalities (e.g., Andersen and Hendriksen, 2006). 
Such benefits have been proffered as drivers for citizen acceptance or adoption of e-government services in 
which there is a direct interaction between the citizen himself and PA websites. In this study, though, we limit the 
scope of the analysis to payment services, hence, in order to get a parsimonious framework of benefits, we need to 
reframe this classification with citizens before testing them as a segmentation base for identifying homogeneous 
clusters of potential e-Government users. The empirical exercise for such a validation is described in the following. 
 
3. Framework validation: method 
The benefit framework was refined and preliminarily tested through focus groups. Focus group is a research 
methodology, which “collects data through group interaction on a topic determined by the researcher,” (Morgan, 
1996). Focus group methodology is considered to be able to generate complex information, to gain a wide range of 
insights of participants’ attitudes, opinions, and perceptions about the research issue, through natural social 
interaction among the participants in a permissive and non-threatening environment (e.g., Liamputtong, 2011). The 
advantages of focus group derive from the interaction: through query each other and explain oneself to each other, 
researchers can not only explore what participants have to say, but also could they gain deeper insights that are more 
than the aggregation of individual interviews; convergence and divergence could merge during the discussion in 
focus groups, which is a unique strength of focus group methodology; furthermore, researchers/moderators have the 
opportunity in focus groups to directly ask the participants to demonstrate or to compare their opinions, rather than 
aggregating and speculating individual data (Morgan, 1996; Liamputtong, 2011). Moreover, it is suggested that 
participants would feel more secured and comfortable to express their opinions in a group setting with other similar 
individuals; and since unlike individual interviews, in focus groups each individual is not required to respond to a 
particular question, it encourages spontaneous response when the participants have a definite point of view (Stokes 
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& Bergin, 2006). In this, focus groups privilege social interaction than in depth investigation of phenomena, typical 
of interviews and case studies (e.g., Lamberti and Noci, 2012; Chiesa et al., 2009; Lamberti and Pero, 2013). 
Focus groups are applied in this study because its advantage in hearing what the participants have to say and 
gaining deep insights from their interaction is consistent with the nature and the scope of the study. With virtually no 
previous studies on citizens perceptions about the potential benefits of multichannel payment service provision by 
the PA, we aimed at collecting a broad range of views from the participants and subsequent to identify possible 
patterns, convergences and divergences with respect to the e-government potential benefits framework presented 
above. Moreover, by interacting directly in a semi-structured way with citizens, we enhanced stakeholder 
participation in the construction of the research framework, potentially increasing the ability of our final results to 
respond to citizens’ actual needs (e.g., Lamberti et al., 2011). 
Four focus groups were carried out in four Italian cities: two large cities (Milan and Bologna) and two smaller 
towns (S. Giovanni in Persiceto and Anzola nell’Emilia). Within each group, eight participants were recruited, 
representing different classes of age, education, gender and income (see Table 1). Both the number of groups and 
the group size are in accordance with common standard of focus groups methodology (Morgan, 1996). 
 
 
 
Table 1. Sample for focus group research 
 
  Gender Age 
Marital Status 
Yearly income (€)     
Initals M F 18-29 
30-
44 
45-
64 65+ < 15K  
15-
25K 
25-
50K 
> 
50K Education Job 
Focus Group 1 (Bologna) 
T. I. x   x       Single (living with parents) x       Secondary School Student 
G. C.   x   x     Married (no children)     x   Master Degree Freelance professional 
V. S.   x   x     Married (with children)   x     Secondary School Employed 
G. A. x       x   Married (with children)       x Secondary School Entrepreneur 
Z. N. x   x       Single (living alone)     x   Secondary School Employed 
S. I.   x     x   Married (with children)     x   Secondary School Employed 
T. V. x         x Married (grown-up sons)       x Primary school Entrepreneur 
D. T.   x       x Widowed   x     Secondary School Retired 
Focus Group 2 (Milan) 
R. Z. x   x       Single (living alone)     x   Secondary School Employed 
N. Z. x   x       Single (living with parents) x       Bachelor Degree Student 
O. P.   x   x     Single (living alone)   x     Secondary School Employed 
M. E.   x   x     Married (with children)       x Master Degree Freelance professional 
B. O. x   x       Married (with children)     x   Secondary School Employed 
P. L. x         x Married (no children)   x     Secondary School Employed 
P. R. x       x   Single (living alone)     x   Secondary School Retired 
N. D.   x       x Married (grown-up sons)       x Primary school Entrepreneur 
Focus Group 3 (S. Giovanni in Persiceto) 
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O. N. x         x Widowed   x     Primary school Employed 
V. U.   x   x     Married (no children)       x Secondary School Employed 
F. M.   x x       Single (living with parents)   x     Bachelor Degree Employed 
I. D. x       x   Married (with children)     x   Master Degree Freelance professional 
N. B. x       x   Single (living alone)     x   Secondary School Employed 
G. S.   x       x Married (grown-up sons)       x Secondary School 
Freelance 
professional 
F. R.   x x       Married (no children)   x     Secondary School Employed 
T. I. x     x     Married (no children) x       Master Degree Unemployed 
Focus Group 4 (Anzola nell'Emilia) 
I. L.   x x       Single (living alone)   x     Bachelor Degree 
Working 
Student 
I. U.   x   x     Married (no children) x       Secondary School Unemployed 
S. F.   x       x Married (grown-up sons)     x   Master Degree Freelance professional 
R. R. x       x   Married (with children)     x   Secondary School 
Freelance 
professional 
B. M.   x   x     Married (with children)       x Secondary School Entrepreneur 
V. N.   x     x   Married (with children)   x     Master Degree Employed 
S. G. x         x Widowed     x   Secondary School Retired 
D. I. x   x       Single (living with parents)   x     Master Degree Employed 
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Each focus group, lasting on average 90 minutes, has followed the same, semi-structured checklist articulated 
into three main issues: 
1) Interaction with the PA: habits and channels of interaction. At the outset of the focus group, participants 
were asked to tell the kind of Public payment services generally used and the channel of provision adopted. 
2) Benefits sought in e-government enabled payment service provision. After a brief description of what e-
government payment services are, moderators asked interviewees to express the benefits that could 
encourage the adoption of alternative channels instead of traditional off-line or PA-provided services.  
3) Desired offline and online channels of interaction for payment services. The moderator stimulated 
participants about the physical and virtual channels through which accomplishing payments towards the PA 
(e.g., taxes, fines, fees, etc.) they would like to have and why. 
 
4. Framework validation: focus groups 
For the objectives of this study, evidence gathered during focus groups will be presented with respect to two 
issues: (i) benefits sought when approaching a e-government service; (ii) interaction channels for approaching e-
government services. In the following the outcomes will be summarized2. 
4.1. Benefits sought when approaching e-government payment services 
The focus groups substantially validated our benefit framework, but introduced some specific issues enriching 
and modifying some of the variables.  
First, cost and timesaving’s were confirmed as important benefits able to increase attitude towards an e-
government service. Nonetheless, a specification on both the savings emerged with specific reference to 
multichannel service provision: minimizing the distance to access the service (e.g., in the case of service provision 
through different physical channels) assumes a relevant importance, as testified by the following quote: “if I had to 
pay a fine, maybe I could save time if I used the internet instead of going to the Public Office, but if I passed by a 
tobacconist going back home, then I’d have not to move, to make efforts or to learn a new system. So, I’d go to the 
tobacconist […] if I had to a little extra-commission […] indeed, that’s what I do when I can”. 
So, a first modification to the framework emerged: not only time or cost savings, but also minimal transfers or 
efforts to access the service. 
Participants confirmed also unconstrained access, providing a richer interpretation of the concept, as testified by 
the following quote: “Public Offices often are crowded or have opening hours too limited; Other shops stay open 
until late evening or night, sometimes […] I never felt the need to pay the school fees for my children at 3 a.m.; if I 
could get it, say, at 10 p.m., it would be fair enough to me”. 
 Security issues, with respect to multichannel service provision, assumed a punctual, though partly more limited, 
connotation: on the one hand security was associated to the immediate feedback on the operation. On the other hand, 
security emerged as dealing with the punctual feedback about possible mistakes.  
The security issues, actually, were very often entwined in the focus groups and fell in the same idea of being sure 
that the service provided in the different channels had quality and reliability. 
The adoption of different channels of interaction was generally considered as beneficial as three conditions were 
increasingly respected: (i) having the possibility to obtain the service through different channels (i.e., having 
potentially the same services in all the possible touch points), (ii) having a common archive of all the services 
obtained in the different channels in order to keep track independently from the specific channel, and (iii) having, in 
 
2 Transcripts and summaries are available upon request 
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the case of complex services, the possibility to begin the service (e.g., filling the forms) through a channel and finish 
it through another channel. This interoperability recursively emerged during focus groups. 
The issues of transparency and democracy (as access to formerly undisclosed information), never emerged in the 
discussions. Nonetheless, information support still emerged as salient in the adoption of channels for Public service 
provision. In particular, two issues emerged: (i) the possibility to interact with a person who is authoritative and may 
provide clear information, and (ii) the presence of clear information points in the channel; this second point, in 
particular, is considered particularly important in complex services (i.e., services consisting of several steps or 
required once in a lifetime or almost) and in online channels such as websites or mobile sites. 
In the glance of the focus groups, hence, a revised framework of benefits emerged, consisting of: cost savings, 
time saving, movement savings, unconstrained access, archiving, immediate feedback on the outcome, immediate 
feedback on errors, quality warranties, multiple channels of interaction, clear information, human interaction, 
multichannel interoperability, multichannel feedbacks (i.e., possibility to have notifications about the outcome of a 
service on a channel that is different from the one adopted for service provision) 
4.2. Interaction channels for e-Government 
The focus groups showed that potentially whatever channel of interaction may be valuable to citizens. Yet, 
important issues of reputation and past experiences affect the attitude towards different channels. For instance, post 
offices and tobacconists, which are historical interaction points with PAs, were immediately recognized as important 
channels for Public Service provision. Among other physical channels through which accessing Public Services, the 
interviewees highlighted how potential attractiveness is both channel-specific (according to arguments of perceived 
reliability, for instance) and context-specific: for instance, pharmacies were recognized as interesting channels for 
payments related to healthcare issues, while banks (and especially home banking) emerged as strongly entwined to 
tax payment and other payments. A special mention is for supermarkets, which emerged as potentially interesting 
channels. 
As for digital channels of interaction with the PA, most of the citations dealt with the websites of the physical 
channels emerged in the discussion (i.e., besides obviously the PA sites, post website, banks websites and websites 
of the company in charge of payment services at tobacconists’), but also other virtual channels such as e-commerce 
websites or app stores, or even social networks were nominated.  
In the glance of the outcomes of the focus group, a framework of possible channels for e-government service 
provision was developed. It consists of: Post or Lottomatica (the company in charge of payment services at 
tobacconists’) websites, Post offices, Bank offices, Tobacconists and Pharmacies, Social networks, Home banking, 
E-commerce websites or app stores, and PA websites 
4.3. Research questions 
Thanks to the refinement of the framework (represented in figure 1) after the focus groups, it was possible, 
through an extensive survey to provide an answer to the following research questions: 
RQ1. What are the benefits sought by Italian citizens when approaching e-government payment services? 
RQ2. Which are the channels towards which those segments have a better attitude? 
 
5. Framework testing: method and results 
5.1. Method 
Data to test the model were drawn from a cross-sectional field study of Italian citizen in October 2011. A nation-
wide questionnaire-based survey was conducted. Questionnaires were conducted adopting a computer-aided 
telephone interview (CATI).  
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In order to provide statistical representation of the whole population a standard sampling plan including 1000 
respondents in the age above 15 years old was adopted. Thanks to its characteristic, descriptive statistics of the 
questionnaire are representative of the actual incidence in Italy of the phenomena investigated with a tolerance 
below 3.1% (with a 95% confidence). 
 
5.2. Questionnaire structure and measures 
The questionnaire was articulated into four sections: 
- Demographics, in which details such as age, education, job, family size, etc. were asked 
- Importance attributed to the benefits provided by a payment service provided by a channel different from 
the Public Sector office with 5-point liker scales (from “not important at all” to “extremely important”) 
- Propensity towards interaction channels in payment services. A question of the form “if it were offered, 
would you use X for a payment service?” where X was either of 8 channels emerged after the focus group. 
A 5-point Likert scale was adopted also in this case (from “Extremely unlikely to use” to “Extremely likely 
to use”). A similar question for PA offices was asked as a comparison. 
A pretest was positively conducted with a sample of undergraduate studends (n = 86) to ensure that the 
instrument possessed acceptable reliability and validity.  
5.3. Benefits sought by citizens 
5.3.1. Overview 
 
Table 2. Outcomes – benefits sought by citizens 
 
1 = not 
important 
at all 2 3 4 
5 = 
extremely 
important Mean S.D. 
Time saving 8,9% 5,8% 12,5% 11,3% 61,5%  4,11  1,33 
Movement Saving 8,1% 6,0% 14,1% 15,3% 56,5%  4,06  1,29 
Cost Saving 7,0% 2,9% 7,0% 8,1% 75,0%  4,41  1,18 
Unconstrained Access 6,7% 2,2% 11,9% 13,0% 66,2%  4,30  1,18 
Archiving 12,7% 4,2% 13,3% 12,3% 57,5%  3,98  1,42 
Immediate feedback on the outcome 4,8% 1,8% 7,0% 11,5% 74,9%  4,50  1,04 
Immediate feedack on errors 4,4% 1,8% 5,0% 9,3% 79,5%  4,58  0,99 
Quality warranties 3,0% 0,9% 4,9% 9,1% 82,1%  4,66  0,86 
Multiple channels of interaction 4,1% 2,7% 8,5% 14,8% 69,9%  4,44  1,03 
Multichannel interoperability 22,2% 9,0% 21,6% 14,7% 32,5%  3,26  1,54 
Clear information 5,0% 3,3% 6,2% 11,9% 73,6%  4,46  1,08 
Human Interaction 4,8% 3,3% 11,3% 14,6% 66,0%  4,34  1,11 
Multichannel feedbacks 9,5% 3,9% 9,6% 13,6% 63,4%  4,18  1,31 
 
 
Results reported in table 2 describe the scoring attributed by the sample to the benefits sought. It is easy to observe 
how in all the cases the mode is on the score “5” (extremely important). In particular, the highest percentage of 
“extremely important” is attributed to quality warranties, followed by immediate feedbacks on errore, immediate 
feedback on the outcome and clear information. All these factors refer to the area of perceived security in the 
operations and testify a relatively higher importance attributed to this kind of factors than to the savings area, which 
still are important (especially cost saving, fundamental for the 75% of the population, but just the sixth most 
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important benefit sought on average), but on average less significant. Multiple channels of interaction are ranked 
quite close to human interaction and unconstrained access, testifying how the availability of different access points 
is actually a strong need by citizens. 
The ranking by the percentage of “extremely important” is substantially consistent to the ranking by the mean 
value, testifying that there is essentially an agreement within the sample about the relative importance of the 
benefits. The only exception is represented by cost saving, which testifies that there is a little more diversity within 
population in terms of importance attributed: a part (still pre-eminent) sees in cost savings a fundamental benefit, 
while a minority attribute relatively low importance to this very benefit. 
In order to go deeper in the analysis, three main breakdowns will be proffered in the following: 
I. Size of the hometown, in order to get whether the specific urban structure may make a difference in the 
perception 
II. Age class, in order to understand whether age actually makes a difference in the perception of 
importance of the benefits sought 
III. Heavy-userness, i.e. the ability declared by interviewees in respect to ICTs. In particular, two main 
areas of heavy userness were investigated through 5-point Likert scale: PC internet heavy userness 
(items: intensity of use of social networks, home banking, ecommerce websites, PA websites and third 
parties websites from PC), and mobile heavy userness (items: intensity of use of mobile internet, apps 
and mobile payment). In order to assess heavy-userness, in both cases the average of the mark given by 
the respondent was compared to the general mean for the corresponding item of userness (i.e., the 
specific item within each area); whereas at least in one half of the items the score by the respondent 
was not lower than the average, the respondent was identified as “heavy user” in the area. 
5.3.2. Size of the hometown 
 
Table 3. Benefits sought by hometown size  
 
 Size of the hometown 
Up to 
2.000 
2.001 - 
5.000 
5.001 - 
10.000 
10.001 - 
20.000 
20.001 - 
30.000 
30.001 - 
50.000 
50.001 - 
100.000 
100.001 - 
250.000 250.000+ 
Time saving 3,98 4,10 3,91 3,95 4,24 4,17 4,16 4,13 4,34 
Movement Saving 4,12 3,95 3,93 3,90 4,18 4,09 4,24 3,99 4,25 
Cost Saving 4,33 4,40 4,42 4,37 4,31 4,60 4,51 4,33 4,44 
Unconstrained Access 4,27 4,23 4,18 4,20 4,25 4,56 4,50 4,19 4,39 
Archiving 3,80 3,85 3,97 3,97 4,12 4,21 4,02 3,79 4,06 
Immediate feedback on the 
outcome 4,45 4,47 4,53 4,44 4,48 4,63 4,49 4,45 4,57 
Immediate feedack on errors 4,57 4,54 4,51 4,65 4,64 4,61 4,53 4,53 4,61 
Quality warranties 4,68 4,62 4,66 4,62 4,68 4,89 4,72 4,53 4,64 
Multiple channels of interaction 4,53 4,47 4,38 4,41 4,44 4,55 4,54 4,35 4,36 
Multichannel interoperability 3,33 3,14 3,23 3,41 3,60 3,12 3,37 3,19 3,06 
Clear information 4,53 4,40 4,43 4,54 4,62 4,63 4,46 4,29 4,33 
Human Interaction 4,38 4,22 4,40 4,46 4,48 4,55 4,36 4,08 4,19 
Multichannel feedbacks 3,97 4,16 4,13 4,23 4,19 4,44 4,17 4,12 4,14 
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Observing table 3, it may be observed how, on average, the relative importance attributed to benefits does not 
change significantly, testifying that the benefits expressed are essentially the same; nonetheless, it is quite evident 
that the absolute values expressed by towns and cities from 20.000 to 100.000 inhabitants are higher on average than 
those by citizens coming from smaller and larger towns. Cities from 20 to 100.000 inhabitants, in Italy, are either 
small province capitols or large towns with higher levels of quality of living, better served than small towns by 
offices and other services, but less crowded and trafficked than larger cities. 
  
5.3.3. Age 
Table 4. Benefits sought by hometown size 
 
15-24 y.o. 25-34 y.o. 35-44 y.o. 45-54 y.o. 55-64 y.o. 65+ y.o. 
Time saving 3,86 4,22 4,32 4,17 4,12 3,82 
Movement Saving 3,60 4,11 4,14 4,11 4,17 3,97 
Cost Saving 4,04 4,53 4,52 4,58 4,42 4,14 
Unconstrained Access 4,09 4,40 4,40 4,36 4,31 4,11 
Archiving 3,68 4,10 4,06 4,16 3,98 3,68 
Immediate feedback on the outcome 4,24 4,66 4,59 4,57 4,43 4,36 
Immediate feedack on errors 4,28 4,70 4,64 4,68 4,49 4,52 
Quality warranties 4,40 4,72 4,68 4,77 4,67 4,57 
Multiple channels of interaction 4,30 4,55 4,44 4,53 4,46 4,23 
Multichannel interoperability 3,30 3,54 3,52 3,33 3,10 2,84 
Clear information 4,24 4,70 4,54 4,59 4,34 4,20 
Human Interaction 4,08 4,48 4,39 4,50 4,25 4,17 
Multichannel feedbacks 3,94 4,48 4,24 4,27 4,11 3,87 
 
Observing the age breakdown, some surprises emerge: while a common assumption is that elder people is generally 
more reliant on human interaction and in general more saving-oriented, results testify that actually classes between 
25 and 54 are more demanding in all the dimensions, attributing higher importance on average to all the benefits 
tested. This difference is substantial with respect to those benefits that generally are associated to virtual channels, 
such as unconstrained access, multichannel interoperability and multichannel feedbacks, testifying a higher 
sensitivity to innovative channels. 
5.3.4. ICT heavy-userness 
Table 5. Benefits sought by ICT heavy userness 
 
Low computer - 
Low mobile 
Low computer - 
High mobile 
High computer - 
Low mobile 
High computer - 
High mobile 
Time saving 3,93 4,02 4,33 4,29 
Movement Saving 3,94 4,00 4,27 4,15 
Cost Saving 4,30 4,55 4,60 4,41 
Unconstrained Access 4,15 4,30 4,49 4,42 
Archiving 3,71 4,02 4,29 4,20 
Immediate feedback on the outcome 4,39 4,55 4,68 4,55 
Immediate feedack on errors 4,46 4,68 4,77 4,60 
Quality warranties 4,56 4,76 4,81 4,70 
Multiple channels of interaction 4,36 4,42 4,48 4,54 
Multichannel interoperability 3,02 3,25 3,30 3,64 
Clear information 4,28 4,50 4,69 4,59 
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Human Interaction 4,25 4,53 4,42 4,33 
Multichannel feedbacks 3,96 4,27 4,37 4,36 
 
Observing table 5, if it is quite clear that heavy internet users are generally more demanding along all the 
dimensions and particularly interested in technology enabled benefits such as multichannel feedbacks, it is 
interesting to notice that in general such a demand derives more form computer usage than from mobile usage. In 
fact, the difference between mobile heavy and light users among computer heavy users is substantially null, and 
indeed often mobile light users are more demanding than heavy users. 
5.4. Channel attitude 
Table 6. Outcomes – Channel attitude 
 
1 = 
extremely 
unlikely 
to use 2 3 4 
5 = 
extremely 
likely to 
use Mean S.D. 
Social network 65,6% 7,6% 9,9% 6,5% 10,4%  1,89  1,39 
Home banking 46,5% 8,0% 13,6% 9,5% 22,4%  2,53  1,65 
eCommerce websites 58,7% 13,0% 15,2% 7,2% 5,9%  1,89  1,24 
PA websites 35,3% 7,9% 17,4% 14,3% 25,1%  2,86  1,62 
Websites of third parties 37,3% 9,8% 17,8% 14,6% 20,5%  2,71  1,57 
Authorized retailers 19,1% 8,3% 18,7% 16,6% 37,3%  3,45  1,52 
Bank office 13,8% 6,8% 16,6% 14,9% 47,9%  3,76  1,45 
Post office 13,6% 5,9% 14,1% 16,4% 49,9%  3,83  1,44 
PA office 13,7% 6,2% 17,4% 15,8% 46,9%  3,76  1,44 
 
Table 6 describes a general situation in which, while the mode for traditional (offline) channels is on the 
maximum likelihood to use, the mode for innovative (online) channels is on the minimum likelihood to use. This 
situation depicts a situation in which digital divide is still a strong factor hindering e-government adoption, but not 
an offline multichannel service provision. Then, observing the mean and the distribution of scores, it is quite clear 
how three online channels (i.e., home banking, PA websites and websites of third parties) show a polarization, with 
some 40% of the citizens prone to their use. Social network and eCommerce websites appear much less interesting 
to citizens.  
In order to refine this view, the same breakdowns are provided with reference to size of the hometown, age and 
Internet usage. 
5.4.1. Size of the hometown 
 
Table 7. Channel attitude by hometown size  
 
 Size of the hometown 
Up to 
2.000 
2.001 - 
5.000 
5.001 - 
10.000 
10.001 - 
20.000 
20.001 - 
30.000 
30.001 - 
50.000 
50.001 - 
100.000 
100.001 - 
250.000 250.000+ 
Social networks 1,90 1,73 1,87 1,98 2,20 1,77 2,21 1,67 1,71 
Home banking 2,34 2,76 2,36 2,77 2,41 2,51 2,57 2,30 2,75 
eCommerce websites 1,89 1,60 1,86 1,96 2,03 1,94 2,03 1,77 1,86 
PA websites 2,86 2,91 2,75 2,92 2,72 2,80 3,00 2,58 3,04 
Websites of third parties 2,71 2,55 2,70 2,71 2,56 2,69 2,93 2,53 2,83 
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Authorized retailers 3,59 3,12 3,44 3,54 3,48 3,25 3,67 3,42 3,46 
Bank office 3,93 3,55 3,86 3,81 3,80 3,78 4,08 3,80 3,79 
Post office 3,67 3,69 3,78 3,73 3,89 3,62 3,92 4,13 3,69 
PA office 3,82 3,69 3,56 3,72 3,91 3,69 3,94 3,97 3,76 
 
Observing table 7, it may be observed how citizens from larger towns and cities are more prone towards the 
websites of Pas, and relatively less prone towards other offices than citizens from smaller municipalities. This is 
probably due to the higher possibility of crowded offices, hence of waste of time. The distribution of inclinations 
suggests that actually multichannel provision is a need and a desire by citizens all over the country. 
  
5.4.2. Age 
Table 8. Channel attitude by hometown size 
 
15-24 y.o. 25-34 y.o. 35-44 y.o. 45-54 y.o. 55-64 y.o. 65+ y.o. 
Social network 2,29 2,03 2,17 1,72 1,90 1,47 
Home banking 2,68 2,87 3,03 2,74 2,24 1,76 
eCommerce websites 2,34 2,12 2,15 1,79 1,70 1,54 
PA websites 3,06 3,24 3,39 2,98 2,59 2,07 
Websites of third parties 2,93 3,01 3,08 2,74 2,52 2,15 
Authorized retailers 3,60 3,57 3,69 3,64 3,39 2,85 
Bank office 3,80 3,87 3,89 3,86 3,80 3,77 
Post office 3,51 3,87 3,97 3,75 3,77 3,58 
PA office 3,69 3,96 3,90 3,86 3,63 3,50 
 
Observing the age breakdown, it may be seen how younger generations are more prone to online channels than elder 
citizens, even if such a difference is somehow weaker than one could expect, testifying that digital divide exists, but 
probably it is not anymore a pure question of age. Intriguingly, youngest generations are more prone to offline 
channels, but this could be strictly related to their limited use of home banking and credit cards. 
5.4.3. ICT heavy-userness 
Table 9. Channel attitude by ICT heavy usersness 
 
Low computer - 
Low mobile 
Low computer 
- High mobile 
High computer 
- Low mobile 
High computer 
- High mobile 
Social network 1,53 1,74 2,08 2,41 
Home banking 1,77 2,12 3,23 3,53 
eCommerce websites 1,44 1,74 2,22 2,47 
PA websites 2,19 2,41 3,59 3,70 
Websites of third parties 2,15 2,26 3,29 3,47 
Authorized retailers 3,13 3,38 3,74 3,81 
Bank office 3,68 3,91 3,83 4,06 
Post office 3,57 3,64 4,01 3,97 
PA office 3,54 3,66 3,91 4,08 
 
Observing table 9, a clear higher attitude by heavy users towards all the online channels emerges. This is quite a 
reasonable outcome, but it becomes particularly interesting observing that these citizens are also as prone (or even 
more prone) as the others towards other offline channels. The overall idea seems that these heavy users are not only 
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more demanding about interaction channels, but also more enthusiastic and assertive in general terms towards the 
interaction with Pas.  
 
6. Discussion 
The results reported in the present study suggest that in the specific context of Italy, the diffusion of e-
government services can benefit of an appropriate multichannel strategy mixing pure online payment service 
provision with the proliferation of offline access points providing ICT-enabled and ICT-based payment services. As 
shown in Table 6, PA websites are just the fifth preferred service provision point by Italian citizens, and the top four 
channels are offline. This means that, despite the huge investments by Italian Government in favoring the diffusion 
of e-government, citizens’ mindset is still not fully ready to accept the change. If one could suggest that, at least for 
some payment services, post offices and banks (besides PA offices) are already possible channels in several PAs, 
hence the preference expressed could be biased by habits, two facts cannot be neglected: (i) online payment services 
are already largely provided in Italy, hence the difference in the attitude expressed for established offline and online 
services by Italian citizens is very significant; (ii) as shown in table 6, approximately the 60% of the population 
shows low attitude towards PA websites, testifying a cultural distance limiting the potential for online channel 
diffusion. In this perspective, the existence of alternative offline channels seems more able to intercept larger 
portions of the citizenship. But, besides these arguments of enlargement of the population targetable through 
multichannel service provision, multichannel service provision appears as a way in itself to improve the service 
level: the outcomes of this study actually demonstrate that high levels of attitude towards different channels is the 
rule, rather than the exception. This means that citizens, in different moments of their life, can feel the need of 
different channels of interaction, and therefore several alternative access points is a request by citizens. 
If the availability of different channels of interaction represents a potential driver of effectiveness, it is necessary 
to understand, given the objective of return maximization, how multichannel payment services are to be deployed in 
order to pursue efficiency and effectiveness. The study provides some interesting insights into this issue. First of all, 
offline service provision seem able to easily attract citizens; in particular post offices and banks are perceived as 
natural PA payment service providers by citizens, hence whatever initiative aimed at conveying flows of citizens 
away from PA offices in order to, for instance, convert public servants to back office activities increasing 
effectiveness and efficiency, or just diminishing the need for front office personnel and structures, diminishing costs, 
must try to maximize the interchangeability of banks and post offices with PA offices. Remarkably, the overall 
attitude towards these channels is higher than the one towards PA offices, testifying a sort of established reputation 
as reliable or efficient channels of interaction. Nonetheless, it is to be observed that such a strong attitude is stronger 
in smaller towns, while in large cities, probably due to a time waste perceived risk, there is a stronger attitude 
towards PA websites as substitutes of PA offices. 
As for online channels, instead, the situation is more complex: the general attitude towards online channels is 
significantly worse than for offline channels, and even if the websites of authorized retailers (e.g., post website) 
potentially attracts an amount of citizens similar to the current target of PA websites, it must be stressed how a 
general strong correlation among online channel attitudes is observable, suggesting that the target population of each 
online channel is generally a subset of the population with positive attitude towards PA websites. Hence, it seems 
that the penetration of PA websites as payment service providers pushes, rather than being pulled by, the penetration 
of other websites or online channels. Finally, as for some emerging e-commerce channels such as app stores and 
social networks, evidence shows that their potential penetration is significantly smaller than offline and “traditional” 
online channels, but also that the available “market” may be extremely interesting, since it targets a slightly younger 
population, not necessarily concentrated in large cities. This population may represent an important “market” to 
target in order to develop a habit of e-government usage, for instance through innovative platforms and systems 
(e.g., mobile apps).  
So, in conclusion, whereas the proliferation of offline channels may induce an increased service and potential 
savings for the PA, by being able to attract a very large part of the population, online channels appear to be less able 
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to attract the majority of the population, and the quality of service provision on PA websites seems a relevant driver 
for convincing citizens to adopt other channels. Nonetheless, it must be underlined that attitudes towards online 
channels is currently extremely polarized between population strongly against its adoption and citizens extremely 
prone; such citizenship is generally a little younger (but not excessively, confirming the loss of explanation power 
by socio-demographic variables), and more or less homogenously distributed in different cities. 
  
7. Implications and conclusions 
The results of this study highlight that the path to multichannel payment service provision in Italian PAs may be 
an interesting avenue for increasing PA efficiency and effectiveness, but also that some conditions are to be in play 
in order to fully accomplish its potential. 
First, the heterogeneity of the perceptions about benefits and channels testifies the importance to develop a 
market orientation within PAs. In fact, market orientation passes through the development of learning orientation 
and an empowerment of the “listening” to market (in this case, citizen) needs (e.g., Lamberti and Noci, 2009). This 
passes through a thorough cultural change to be developed within PAs, and based on the recognition of citizens as 
the target of a marketing action, and service provision as both a value adding and a citizenship activity (e.g., 
Benedetti et al., 2009; Lamberti and Lettieri, 2009). 
Second, the heterogeneity in channels implies the need to manage not only a multiple-channel interaction, but 
also a channel convergence (e.g., Lamberti and Lettieri, 2011). This means that even if the importance attributed to 
the benefit is not among the highest, a significant part of the population surveyed has indicated that channel 
interoperability, multichannel feedbacks and other channel interactions are drivers of perceived value, hence of 
channel adoption. This means that a proper management of multichannel service provision passes through the 
understanding that multichannel provision is not just a juxtaposition of channels, but rather the development of a 
network of channels able to satisfy the customer in different moments of his/her life. This means emphasizing the 
identity and the consistence also in service presentation within each channel and among channels. 
Third, the outcomes testify that offline multichannel service provision may represent even a stronger driver for e-
government than online provision. This could raise the emphasis on back-office operations in order to make the 
access to payment services through offline channels more ubiquitous and easy to manage. 
Last, but not least, the fact that multichannel citizens appear more demanding and enthusiastic imply both an 
opportunity and a threat: the opportunity lies in the possibility, as a new channel is opened, to attract citizens just for 
novelty arguments; the threat lies in the fact that being highly demanding, it would be harder, on average, to satisfy 
these citizens offering them an ordinary experience. Rather, the understanding of the state-of-the-art solutions for 
online or multichannel payments is a fundamental step for PAs to positively implement a proper multichanell 
payment service provision. 
In conclusion, this study analyzes the benefits sought by Italian citizens when approaching multichannel payment 
service provision by the PA and their attitude towards different channel of provision in order to understand whether 
and how multichannel service provision may represent a strategy for encouraging the adoption of e-government 
service. The results contribute to the understanding of this issue in several ways: first, thanks to a sampling method 
that makes the sample representative of the Italian population, it provides a sound picture of the benefits sought by 
Italian citizens when approaching PA payment services and their attitudes towards the different channels of 
interaction that Italian PAs are considering to introduce as payment channels. Second, through its exploratory (focus 
groups) and explanatory (survey research) approach on the benefits sought, it provides a framework of benefits that 
can be at the basis of further studies on the topic. Third, it suggests that even if some socio-demographic variables 
are still significant discriminating factors in describing the approach to PA payment services, their relevance is not 
absolute, and hence more comprehensive “listening” and intelligence skills must be developed by Public bodies to 
increase the effectiveness and the efficiency of multichannel payment service provision. 
Obviously this study is subject to limitations, which suggest immediate streams for further research. First of all, 
the study is limited to an Italian sample, and it would be extremely interesting to understand whether the 
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segmentation proposed stands also in other contexts or if cultural patterns, habits and traditions impact on the 
psychographics. Second, the work is limited to payment services, a relevant but not comprehensive part of PA 
services. As a consequence, we encourage replicating this study with respect to other PA services, such as, for 
instance, certificates or other registry office services. Finally, this study has mostly focused on perceptions and 
channel attitudes/intensions providing a detailed view on these two issues, but we cannot neglect that these aspects 
are not exhaustive in forecasting future behaviors whereas multichannel payment service provision will be actually 
fully provided by Public Bodies and third parties. To accomplish this objective, the contribution and theoretical 
advancement of this study will have to be included into broader theoretical backgrounds, such as Theory of Planned 
Behavior (TPB), where attitudes and intentions are complemented by further elements (e.g. subjective norms, 
perceived control and, obviously, actual decisions) able to explain the drivers of channel decisions. Further, it seems 
reasonable to extend the interpretive scheme provided in this work by analyzing, besides pure attitude, which are the 
contexts and the specific situations in which different channels are actually particularly attractive.  
In conclusion, we believe that this work, by providing a framework of possible benefits sought, as well as by 
providing through a clustering some preliminary interpretation in the drivers for channel attitude, may represent a 
valuable starting point for developing a punctual, though parsimonious, research and practice on multichannel PA 
service provision. 
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